Professor writes new book on ‘The Real-Time Revolution’ in business by University of Dayton
University of Dayton 
eCommons 
News Releases Marketing and Communications 
9-3-2019 
Professor writes new book on ‘The Real-Time Revolution’ in 
business 
University of Dayton 
Follow this and additional works at: https://ecommons.udayton.edu/news_rls 
Recommended Citation 
University of Dayton, "Professor writes new book on ‘The Real-Time Revolution’ in business" (2019). News 
Releases. 11271. 
https://ecommons.udayton.edu/news_rls/11271 
This News Article is brought to you for free and open access by the Marketing and Communications at eCommons. 
It has been accepted for inclusion in News Releases by an authorized administrator of eCommons. For more 
information, please contact mschlangen1@udayton.edu, ecommons@udayton.edu. 
UD COVID-19 A-Z index | UD case dashboard | Report your vaccination | CDC COVID-
19 info
 News Professor writes new book on ‘The Real-Time Revolution’ in business/







UN IV ER S I T Y  O F
D A Y T ON  NEW S
NEW S  A R CH IV E F O R  THE  M ED IA
L EA RN L EA D S ER V E A P P LY G M E N U
Professor writes new book on
‘The Real-Time Revolution’
in business
Customers today value their time above all else — so
businesses must do the same, University of Dayton
professor emeritus Tom Ferratt writes in his new book.
The Real-Time Revolution serves as a practical guide to help
organizations change the way they do business to value
customers’ time more e ectively than competitors. The
book directs business leaders to evaluate every step in the
life of a product or service — including the design of the
products and services, the processes used to produce them,
the data that can be gathered about their use, and the
people who make or provide them.
“Time is becoming the dominant customer currency,” Ferratt
and co-author Jerry Power, at the University of Southern
California, write. “For many interactions with an organization
and its products and services, customers would prefer to
minimize the expenditure of their sacred time… Business
leaders who do not transform their organization to value
customer time more e ectively will  nd the survival of their
organizations increasingly challenged as customers move to
competitors that do.”
Ferratt and Power point out that valuing customers’ time
doesn’t always mean serving them faster. For instance,
someone with a gym membership doesn’t expect to get a
30-minute workout in 20 minutes. However, they do expect
to use gym equipment without having to wait. Someone
visiting the Grand Canyon doesn’t want to cut down on their
time in the National Park, but they do want to enjoy the
experience without delays due to parking or crowds.
“This book recognizes that the ability to value customer
time has become a di erentiating advantage,” University of
Dayton School of Business Administration Dean John
Mittelstaedt writes in his foreword. “It recognizes that




















thinking of time as a value to customers is di erent than
thinking about time as a cost to be managed. Customers
don’t care what it costs you to make and deliver a product
or service. They care that it serves a need, and in our world,
timing is a critical part of the need.”
More information on the book is available online.
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